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A company locals in Xiamen special area of Fujian province, which 
mainly takes on the work like the fuel oil delivery. The product that company 
running with bigger homogeneity compares with other rivals. 
    This thesis is main around how the A company does the related service 
well in the process of delivery, then commence the discussion about the topic 
of core competitive capacity different from other rivals. 
    In the process of analysis, it is main to commence from three aspects: 
Firstly, introduces the basic circumstance, the competition characteristics and 
the requirement characteristicses of the fuel oil market, and put forward basic 
train of thought to promote the market competitive capacity of the fuel oil 
delivery market; secondly, introduces the business present condition of A 
company, analyze the current market position and the market competitive 
capacity of A company, and emphasized to analyze the strength and the 
weakness of A company; Thirdly,  analyzes the strategy about do well the 
service marketing completely and raising the core competitive capacity of  A 
company. In this phase, carries on the analysis to A company from seven 
aspects such as the product strategy, price strategy, the sale channel strategy, 
promoting sales strategy, personnel strategy, show tangibly strategy and the 
process strategy, etc. to put forward the concrete ways of advancing the 
enterprise competitive capacity. The third point is the textual emphasis, after 
carried on the study to seven kinds of marketing strategies respectively, 
analyzed the correlation of seven kinds of strategies in brief, put forward the 
means to advance A company competitive capacity completely. 


























导  言 
 1
导  言 





重越来越高，南方各省所用的燃料油大部分是进口的 。“在 1990 年到 1999
年的 10 年内，我国燃料油产量由 3417 万吨减少到 1858 万吨，下降了 46
％；进口量由 80 万吨左右增加到 1750 万吨①。”但从数据看，总需求量在
这十年中并没有什么增加“我国近年来燃料油进口主要来自俄罗斯、韩国
和新加坡，从这三国进口的燃料油占 87％左右。1995 年从韩国进口只占
20％，2000 年己达 54％，1995 年从俄罗斯进口只占 7％，到 2000 年已达
20％；而从新加坡进口的燃料油则大幅度下降，1995 年占 62％，到 2000






























利用的风能资源为 2.5 亿 kW；太阳能利用条件较好的地方约占国土面积
的 2/3 以上，西北和青藏高原年平均日照时间在 2000h 以上；生物质能资
源的可再生能量按热量折合标准煤约为 2.3 亿 t；地热资源丰富，储存条
件较好，已勘探的 40 多个地热田的热储量相当于 31.6 亿 t 标准煤，远景
储量达 1354 亿 t 标准煤；海洋能资源约 4.6 亿 kW，其中可开发的潮汐能






看出各省燃料油的市场状况。   
 表 1： 2001-2003 年我国燃料油分省市进口状况   单位：万吨 

















2001 2002 2003 
序列 
省份 进口量 省份 进口量 省份 进口量 
1 广东 895 广东 824 广东 1071 
2 北京 249 北京 272 北京 328 
3 上海 133 上海 147 山东 216 
4  102 浙江 107 上海 183 
5 福建 93 福建 73 浙江 160 























































                                                        






















图 1：A 公司价值链构成图 
         






能让 A 公司的价值链发生漂移，形成自己的独特竞争力。 
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